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HISPANIC ADVERTISING 


Madison Ave. targets Hispanics 


Cftflttnned from IB 

Procter & Gamble, the cation's biggest 
advertiser and largest advertiser to His¬ 
panics, spent $40 million selling Fol^rs 
and other gooes to Hispanic audiences las; 
year. But that's the same amount P&G 
spent do advertising Just /or Crisco all. 

Cities say Madison Avenue Is ignoring a 

COVER STORY 

powerful fast-growing market. The U£. 
Hispanic population hit 27.4 million last 
year. By the turn of the century, it will be 
the USA's largest ethnic minority group. 
Average annual Hispanic household in¬ 
come is $31,582, vs. $43,133 for ail VS. 
households, the Census Bureau says. <Av- 
erage household income for the nation’s 
33.4 million African-Americans is $23,259). 

"For Hispanics being 10% of the popuia- 
nco. they only make up 1% to 2 % of every¬ 
one's ad budget; that's not enough r " says 
Hector Cantu, managing editor of Hispan¬ 
ic Busness, whose advertiser* include 
American Express and Chase Manhattan. 

Hispanics spent about 5228 billion in 
lfrS5. up 25% from 1991, according to Mi¬ 
ami-based Strategy Research, a market re¬ 
search firm. They spend a disproportion¬ 
ately large amount on nonessential 
ctraimer products, such as TV's, stereos, 
apparel and beauty aides, experts say. And 
Hispanic consumers are often more recep¬ 
tive Id commercial messages than the ad- 
vertismg^ani rated mainstream market. 

Tt's a rapidly growing market and one 
oat's less saturated with advertising mes¬ 
sages than Oe mass market” notes Dr, 

Jeffrey Humphreys, director of economic fore¬ 
tasting at the University of Georgia. “Dollars 
spent by advertisers ir. the Kspantc market may 
r>e mere proGiao.e than dollars spent in Ihe gener- 
s. market." Marketers aresiowlv realizing toc-re’: 
c huge, relatively untapped market fer financial 
s^n-ices, and they're moving aggressively to lap it. 

► Allstate is airmg its firet-ever Hispanic ads. a 
J3*millior: campaign to get more consumers to buy 
insurance. One spot intones; “There's someone 
who knows List your lithe prl is afraid of the bo¬ 
wman And that you would do anything tc pro- 
iect your whole family.” 

*■ NationsBank is ainng commercials — cne 
features a Spanish-speaking bank operator — to 
naxe Hispanics feel comfortable and welcome a; 
bank braoebe. 

► Discount brokerage Charles Schwab is adver- 
cang its bilingual services. which include a toll- 
free number for Soar.isn-speaking customers 
Howaix Dade,senior mteraeaona] manager, e$c- 
maies 4% of Schwab customers are Hispanic 

► Citibank is Sponsoring conferences held by 
toe Nanonai Society of Hispanic MHA’s to beef tip 
viability among Hispanic consumers and job ap- 
fwonO, says Denise Montana, Citibank's director 
at diversity ccanagemeaC. 

'Banks and flnanrtfti jorvfoe axnpt&les see a 
Jto|E market out mere, beacss sattsdes show 



Hf*P«o*c aopeat Sprint above, raised rts Hspanc ad budget 9% 
last year. AJka-Settzer below. &sc targets the htspamc auoeoce 



toa: Hunanics are making monev and ones who 
are newer in this country are making firsttine de¬ 
cisions annul wnen ;o use says Cantu. 

Ai Agui ar if ian Amcnio-basec aa agency Sosa. 
Bromje\ sgunar Nob.e compares today's His¬ 
panic consumers to mainstream consumers of the 
1550s There c: an opeo^arm attitude that says 
Teli me more, ave me more uiformattC'n.' " The 
afierccYs ne west client. Cairo 1 ., wants ads to boost 
sales to Hispanic customers 

Among other marketers hoping to make b:g 
tracks in tre Hispanic market through ads. prorr.<> 
■joas ar.d event sponsorships 

► N;ke is sponsoring Major League Soccer or. 
Uni vision. cr.e of two Spanish-language cable net¬ 
works in Lie USA Jorge Campos, a Mexican goal¬ 
ie. wilI appear in ac$ next month 

► CocaA oia is sponsoring a Tejano music 
award reremorv m San Antonio this week. The 
compare aiso copes to a era a Hispanic teens to 
Summer UJvtt.pics promotions. 

► MiLer 3rewir.fi has begun ainng two Hispanic 
commercials for its new Miiier Beer orand. “We 
have significantly increased our marketing spend¬ 
ing for (Hispanics> in 1996." sb>^ Noel Rankin , 
Miller's ethnic marketing director, “Hispanics are 
becacung a big^r part of the beer category. - ’ 

► Sprint s going for collect caifr with an ad 
campaign from Scm Bromley A guilar for 1-800- 


TU-CASA. Sprint raised Its Hispanic ad 
budget 9% last year to 57 million. 

► Mazda hopes a 53 million ad effort In 
Miami — the nation's third-largest Hisper- 
ic marKet after Lee Angeles and New York 
— will incrensc sales Of its luxury Millenia 
model by 11% this year. 

Mazda is redubbing English TV spots 
into Spanish — a Dnce-popular practice 
thatis considered a no-no by Hispanic mar¬ 
keting expens these days. 

Some marketers think the consumer 
isn't savvy enough to realize when a com¬ 
mercial is dubbed over, says Luz ce Armas 
of Ccniil Advertising the Hispanic arm of 
agency Saatchl kSaatchl. 

Creating good, effective commercials 
that are as sophisticated and as sensitive as 
the best tn the mainstream market can be 
a challenge. Increasingly, marketers are 
asking Hispanic nd agencies to help, says < 
agency search consultant Arthur Ancerson 
of Morgan Anderson, which has offices in 
New York and Mexico City. 

"It's a very young market and the adver¬ 
tising is sorting to reflect that more and 
more." de Armas adds. "It used to be yen 
couldn't have a Hispanic commercial un¬ 
less you had a cute little Hispanic grand¬ 
mother in it” 

Emotional, family appeals are still re¬ 
curring themes :n some Hispanic ads Tha. 
often means a marketer has to jettison its i 
mass-market campaign theme — espe- I 
dally when humor is difficult to translate 
For example, the humorous California I 
Milk Processor Board's u go» milk 7 ’ 1 cars- ; 
paign was popular with mainstream con- i 
sumers. But it soured Hispanics, i 

The board hired Anita Santiago Acver- i 
Using, a specialist in Hispanic ads. It’s i 
"Generations’ 1 spots asks mothers if ■ 
they've given their families enough milk. ' 
Santiago didn’t try and replicate the 1 
sloppy-burger humor of general market 
ads for Carl’s Jr. when it was given the California- , 
based restaurant chain's Hispanic so account. In¬ 
stead. the agency creaiec festive ads featuring 
dancing kids, couples and families. '‘Hispanics are 
offended by peo?:e being sloppy or playing with 
food. We did something with more family values, 
she says. "When marketers air commercials that 
aren't relevant to the Hispanic market. they're 
telling consumers ‘We want your money but we re 
r.ot goir.g the extra mile to read you the appropri¬ 
ate way ' 

Similarly. Sears adapted & theme for me His¬ 
panic market ever, though its "Softer Side of 
Sears" mainstream campaign translate easily into - 
Spanish. The Hispanic theme: “Everything for 
you" from agency Mendoza Dillon. 

Changing the theme line was a 'Very calculated 
decision. Sears marketing chief John Costello say* 
"Hispanic customers are more aspirations! mar. 
general market customers." he says. "They shop 
with the whoie family and shop a greater breadth 
of merchandise.” 

Costello predicts consumer product companies • 
increasingly will add Hispanic ad vertamg to the ir i 
mix “fdarketers need to view this uot as targeted J 
marketing but as the evolution of marketing to a 
rauitXaiKual «xiay," he aay*. 

Cartrlbuttog: Laura Petrecca : 


Local phone firms 
weave Internet pk 


By David J. Lynch 
USA TODAY 

Even if you can’t tell the Internet 
from a hair net. you’d soon be hear¬ 
ing a lot more about the global com¬ 
puter network. By year's end. many 
major local telephone companies 
plan to unveil Internet-access deals. 

The moves are aimed at keeping 
pace in the telephone wars with long¬ 
distance giants AT&T and MCI, wno 
rolled out Internet deals earlier this 
month, Phone companies say con¬ 
sumers want all of their communica¬ 
tions services — longdistance, local 
phoce, Internet and video — from a 
single company. “Many of our cus¬ 
tomers are expecting us to do this," 
says Beil Atlantic's Larry Plumb. 

About 54* of US. homes don't 
even have a computer, let alone a 
modem that enables Internet access. 
"(But) the poc-ple who are their best 
customers are the ones who have a 
computer ane go on line." says Peter 
Krasilovsky of Bethesda, Md.-hased 
Alien Communications. 

In the consumer market, the re¬ 
gional Bell companies will be 
months behind their longdistance n- 
vais. They also have a spotty record 
of marketing advanced services, 
such as high-speed “ISDN'” Lines. "I 
can 't imagine how atrocious their of¬ 
ferings are going to be," says Allan 
Tumoiillo of Probe Research. Cedar 
Kr.olls. NJ. 'They'd be better ad- 
v-_sed to ouy an existing internet ac¬ 
cess provider, he says. 

For months. Wall Street has ex- 
pnneG a phone company io do jusT 


that Among the Interne' 
reportedly available; Ps:» 
tnark« value of 5328 m 
com, at 5230 million; and i 
on-line service, owned b^ 
IBM. Some regional Bei 
Bell Atlantic, already hav- 
pereoonel from Internet c 

Still, the Bells boast p 
into most homes ar.d str 
customers, especially sms 
es. The Bells’ game pian 

► Radfic Teless next r 
unveii its consumer offen 
nessoriented service mac 
in September. 

► Beil Atlantic is expe 
mid-April announce ic s 
home and business users 
under way in Washington 

► BellSouth will offer , 
midsummer in 10 cities 
Atlanta. Ten other cities w 
ed by years end. 

► US West introduced Ir 
business Internet service, s: 
Revenue for the first fi 
was 56.5 million. Consume 
may wait until early next y 

► Nynex, Ameritech an- 
announce plans this year 

► GTE in December be. 
with 2,000 customers in tr 
Fort Worth area. By year 
hopes to offer access nant 
may cut the pnee of unJu 
cess from 524.S5 id mate 
513.95 offer 

"AT&T has made (the ; 
try a little rockier and a 
prcfltable." Mercer Mar. 
consultant E>ebra McMahi-' 


SEC inquiry halts Internet stock trad 


Associated Press 

Amid questions from regulators, a 
small New York brewer said 
Wednesday chat it was suspending a 
bracing system that allows les stock¬ 
holders to buy and sell-the compa¬ 
ny's shares on the Internet 

Spring Street Brewing’s World 
Wide Web trading system — be- 
l;e-ec to be the first of is Kind — 
h.Ehlights the growing fncoon be- 
r*een increasing technology and se¬ 
curities iaws written in 1934. 

The trading system the company 
launched Friday oa its World Wide 
Web page allowed buyers and sellers 
to meet'and sell Its stock. A baottful 
of trades took place before ftgtit- 
tora Iniervened 

Foliowing a cocfereoce call Moo- 


day with 1 1 lawyers from to' 
ties and Exchange Comn 
Chief Executive Ancre'' 1 - 
agreed to suspend Lhe syste 
toe SEC investigates possibi 
boos of the Securities Exchai 
The SEC questioned w 
Spring Street s trading system 
Wi!-Trade. named after its u 
beer, shotiid be registered 
ker-dealer under toe act. 

A tirade occurs after buv- 
sellers contact each other w 
and document a trade on a r 
digjtaUT^provkied by Spring 
They send a check and stock 
cates through oorafll mail to 
Street toroccplete the deal 
This laa step Qi transfer am 
iog the stock trade raised tot 
eyebrows. Kiem styi. 


















